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A 公司作为美国专业生产 pH 电极的跨国公司，其所生产的 pH 电极产品在
我国的市场上占据着高端产品的地位，在技术上也处于绝对的领先地位。但是，
从公司在中国几年发展的情况看，采取的营销策略与我国市场环境和现状不相
适应。特别是随着国外其它 pH 电极公司大量进入中国市场，A 公司的优势逐
渐削弱。 
本文运用文献法、实地调查和案例研究方法，应用 SWOT 分析理论、STP
理论、营销组合 4PS 理论以及跨国公司营销理论，以美国 A 公司作为研究和分







































At present, development of Chinese pH electrode industry, opportunities and 
risks coexist. On the one hand, industry overcapacity, the cost of a sharp rise in 
pressure, disorderly market competition, resources, energy production control and 
other issues of the industry as a whole on the pH electrode, the survival and 
development of pH electrode industry said of an aged person. On the other hand, 
Chinese requirements for sewage detection gradually improved, industry 
development mode change also provides space for new growth enterprises pH 
electrode. Therefore, to develop the marketing strategy under the new situation is a 
pressing matter of the moment of each pH electrode enterprises. 
As the United States of America A company specializing in the production of 
pH electrode, pH electrode Multi-National Corporation, products occupy a high-end 
product position in the market, also at the absolute leading position in technology. 
However, the development of the company in China in recent years, is not adapt to 
the strategy and the market environment of our country and current situation. 
Especially with the foreign pH electrode company to enter the Chinese market, A's 
advantages are gradually weaken. 
This paper uses the method of literature, investigation and case study methods, 
the application of SWOT theory, STP theory, 4PS theory and the Multi-National 
Corporation marketing mix marketing theory, to the United States of America A 
company as the research object and analysis, on the environment, business and 
market behavior of A company pH electrode products are analyzed systematically, 
summarizes the advantages, disadvantages, the opportunity and the threat of the 
company, based on the research of market segmentation, the enterprise market 
positioning, formulate future marketing strategy of the enterprise and specific 
marketing strategy. And on this basis puts forward security A company marketing 
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In this paper, through the analysis of marketing environment, think the 
company should accurate market positioning, appropriate development of end 
markets, develop channels and technical advantages of integrated marketing mix 
strategy, product, price, channel and sales promotion, marketing strategy and 
construct the corresponding security measures in system, technology and product 
innovation mechanism. 
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第一章  绪论 








pH 电极行业是与环境监测和环境保护紧密相关的行业。pH 电极又称 pH 探
头、pH 传感器，是 PH 计上与被测物质接触的部分，用来测电极电位的装置，




































争激烈的 pH 电极市场中增加占有份额，从而解决企业所面临的现实问题。 









学院的安德鲁斯于 1971 年在其《公司战略概念》一书中首次提出了 SWOT 分
析法。之后，国际知名的管理学者史提勒(steiner)将环境中的优势(strenghths)、
劣势(Weakness)及其所处环境的机会(Oppounities)、威胁(Threats)四个方面结合
起来，构建了 SWOT 分析模型。SWOT 分析模型的应用范围很广，由基本原理
出发而派生出的各种模型很多。很多学者在原有 SWOT 模型的基础上通过各种
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